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Daily | Record 


34,000 corics PER 


DAY "SINCE JANUARY 


£3 PER SINGLE COL. INCH 
(1.94d PER 1000) 


GLASGOW LONDON MANCHESTER BIRMINGHAM 


Chief Advertisement Geraldine House, Mark Lane, 43 Summer Row, 
Manager—H. F. Gillespie, Fetter Lane, Manchester, 4. Birmingham. 
67 Hope Street, London, E.C.4. Deansgate 2442 Central 1479 


City ®000 Holborn 4321 
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PEOPLE’S JOURNAL 


* Takes you right into 225,000 Scottish homes. 65/- aninch. One of the Thomson-Leng 
papers. London Office 186 Fleet Street, E.C.4. Phone Chancery 5086/88. 
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‘Powerful appeal’ moves goods in Aberdeen 


You can forget the old joke about the Aberdonian. Contrary to popular 
belief you don’t have to tie him up and take the money from his purse. 
Goods move fast in this flourishing market, aided by the ‘ powerful appeal’ 
of Kemsley’s Aberdeen-published papers. The man on the spot, in this 
case Mr. James Archibald, knows these papers are indispensable to manu- 
facturers if the full benefit of their advertising is to be felt where it finally 
matters—in the shops. 
21% of the sale of The Press and Journal is by postal subscription, but 
_ over and above this it has a higher readership in the North East than any 
national morning paper. Among the exceptionally wealthy upper and 
middle classes of the area its authority—and its value to the advertiser 
—is unique. The Evening Express and Weekly Journal penetrate to all 
levels of the community in town and country and so ideally complement 
the morning paper. .The sales of all these three papers continue to rise : 
they are the media which influence buying habits in the area. 


Consider this vitally important point 


First and foremost advertising must sell. No other medium compares 
with the regional press for impact, nearness to point-of-sale and efficiency 
in selling. What other criteria can your advertising afford ? 


Ask the stockist 
on the spot 


Mr. James Archibald is a director of 
the important Aberdeen store—Jas. L. 
Archibald & Sons Ltd., Cabinetmakers 
and Upholsterers by Appointment to 
Her Majesty the Queen—which distributes 
furnishings and kitchen equipment over a 
wide area of N.E. Scotland. Mr. Archibald 
writes: Manufacturers’ advertisements in our 
local papers certainly exert a powerful appeal. 
We have found, too, that tying up with such ad- 
vertisements has a double impact ; there is the 
undoubted prestige of a nationally known pro- 
duct coupled with the familiar name of a shop 
where the customer knows she can see and buy 
the article advertised. Advertising agents for 
Messrs. Archibald are The J. D. Gill Advertising 
Service, Aberdeen. 


These national advertisers of Furnishings and Household Equipment 
use Kemsley’s Aberdeen-published papers 


Acme - Ascot - Belling - Bendix - 


CSA Industries - DeLaRue + Easiclene 


British Carpet Counal - Bruce Bros - Campbells - Carron 
Electrolux + English Electric « GEC Cookers 


Goblin - Hoover Washers - Jackson Electric Stores + Jones Sewing Machines - Knitmaster 


R&A Main + Morris Wallpaper 


Remploy + Singer Sewing Machines - Smart Bros - 


Parker Knoll - Parnall & Thor + Radiation 
Smith’s English Clocks + Vactric - Wedgwood 


Furnishings . . . and every type of product sell in N.E. Scotland through these papers 


THE PRESS AND JOURNAL: EVENING EXPRESS 
WEEKLY JOURNAL 
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Advertisers will find no lack of basic 
optimism in the market of Scotland 


where the— 


Growth of new industries 


ensures high employment 


reports ‘ADVERTISER’S WEEKLY’ MARKET RESEARCH TEAM 


PART from its wonderful 

scenery, Scotland is famous 
for the people who live there. 
It was always so and today the 
challenges facing the nation in 
the fields of manufacturing and 
selling find those people full of 
heart and confident about the 
future, 

They have good reason to be 
confident. 

To borrow the words of The 
Times correspondent in his recent 
report from Scotland: 

“Bustle and clangour 
animate the _ shipyards, the 
steelworks, the engineering 
shops, tweed, whisky and 
textiles, jute, coal and oil; and 
the new industries, electronics 
to vacuum cleaners, clean and 
novel to a nation of heavy 
industrialists, give work to 
70,000 in 1,100 new factories 
built since °45. Scotland wears 
the attraction of American and 
English capital like a feather in 
its cap; this represents much 
of the economic blood trans- 
fusion that has brought un- 
employment down.” 


PROBLEM REMAINS 


Yet notwithstanding 
advances made, problems of 
Scottish industry and employ- 
ment occupied an important place 
in the agenda for the annual con- 
ference of the Scottish Trades 
Union Congress. The general 
council is busily engaged in 
drawing attention to the unem- 
ployment situation which, it is 
said, is reflected not only in a 
higher percentage of unemployed 
as compared with the rest of the 
country, but also by the fact that 
in Scotland there is the lowest 
number of unfilled vacancies of 
any Ministry of Labour region. 

An accompanying table shows 
the figures for the estimated 
number of employees in Scotland 
at the end of May, 1955. 

The number of vacancies un- 
filled at May 2, 1956, totalled 
22,692, of which 11,302 were for 
men and 11,390 for women. The 
total is indeed one of the five 
lowest, but in fact those recorded 
both for the Northern Region 
and for Wales were lower at this 
date, although the percentage rate 
of unemployment in these regions 


the 


Eilean Donan Castle at Wester Ross. 


Not only are tourists visiting 


Scotland in large numbers these days, but industrialists from North 
America are establishing important businesses. 


is also lower. But in Scotland, 
in relation to the total of those 
unemployed, the number of un- 
filled vacancies is small. 

Moreover, during 1955, the 
average monthly figure for 
unemployment was about 8,400 
less than in 1954, although in 
May the figure of 51,761 was 
3.000 higher than in the same 
month a year ago. 

Last year was another good 
year for industrial development, 
and by the end of the year the 
number of North American 
firms who had started manufac- 
turing in various branches of 
light engineering and allied 
industries in Scotland was more 
than 24, accounting for the 
employment of about 13,000. 
The factory space occupied 
extends to over three million 
square feet and the new pro- 
ducts include watches and 
clocks, typewriters and other 
office machinery. 

Experience as between indus- 
tries was uneven. Output of coal 
was again slightly lower than in 
the previous year and activity in 
some sections of the textile indus- 
try, in common with the exper- 
rence in other parts of Great 
Britain, declined. Although in-- 


dustrial building again increased 
in 1955, a further contraction 
occurred in house _ building. 
However, in the iron and steel, 


engineering and _ shipbuilding 
industries, a high level of activity 
was maintained. 

As regards industrial building, 
during the 10 years to mid-1955, 
nearly 1,100 new factories and 
extensions to existing buildings, 
with a total area of 254 million 
square feet, were completed in 
Scotland, of which more than 700 
were in the development area. 


Approvals of new buildings (of 
over 5,000 square feet) in manu- 
facturing industry again rose in 
1955, although the chairman of 
the Scottish Council has pointed 
out that the rate of increase did 
not appear to be so great as it is 
in England, due largely to the 
latter’s greater volume of private 
building. 


During the year a number of. 
undertakings decided to establish 
factories in Scotland. Work was 
begun on a large, new factory for 
Goodyear Tyre and Rubber 
Company (Great Britain) Ltd. in 
a new housing area in Glasgow. 
The factory has been designed 
with a view to employing, when 
in production, nearly 3,000 
workers, and the anticipated 
starting date of production is 
towards the end of this year. 


Moreover, ample room is avail- 
able for the factory to be in- 
creased to four times its initial 
size. It is also interesting to read 
the report of renewed talks on 
the manufacture of a light car in 
Scotland—engineering firms are 
already carrying out sub-contract 
work for the motor industry, and 
the conditions appear theoreti- 
cally to be favourable. 

There is already an expanding 
machine tool industry, a tradition 
of highly skilled engineering and 
first-class shipping facilities to 
overseas markets. But to com- 
pete against the larger manufac- 
turers, the quality of the work 
and finish would have to be high 
—in fact, it would not be other- 
wise—and also the finished pro- 
duct would have to be cheap to 
buy and to run. 


Estimated Number of Employees—end May, 
1955 


| 


Males .. 
Females 
Total 


('000s) 


Persons aged | Persons aged | 
and over 


under 18 | 


1,318 
64 COC 
1,982 


Source : Ministry of Labour Gazette, March, 1956. 


Production of Pig-Iron and Ferro-Alloys 


| Scotland 
| (000 tons) 


Sinead Sie Scotland as 
nite ing percentage 
(000 tons) the ¢ 
| United Kingdom 


Production of steel ingots and castings 


Source : Clydesdale & North of Scotland Bank. 


17,609 | 
| 18,520 | 
19,791 
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SCOTLAND 


AMERICAN capital has cer- 
tainly paid careful atten- 
tion to Scotland. 

One United States company. 
Caterpillar Tractor Company. 
Ltd., is to build a new factory at 
Bellshill for the manufacture of 
large tractors and heavy indus- 
trial equipment; about 1,500 
workers are expected to he 
employed when production starts 
in mid-1958. Another American 
company, Aircraft Marine Pro- 
ducts, Ltd., has occupied a large 
factory at Port Glasgow for the 
manufacture of solderless_ter- 
minals for electrical purposes. 

Canadians, too, have studied 
Scotland, and Nuclear Enter- 
prises, Ltd., of Winnipeg. is to 
set up a plant at Sighthill 
«Industrial Estate, Edinburgh, for 
the manufacture of scientific 
instruments. 

At the end of 1955, Scoitish 
Industrial Estates had 18 fac- 
tories and extensions under 
construction, while a further 
17 projects had been approved 
although not started. 

Good progress was made on 
new building during the year, 
particularly on the factories for 
Sunbeam Electric at East Kil- 
bride, Remington Rand, Ltd., at 
Thornliebank, and J. Arthur 
Dixon at Inverness. Factory 
extensions included those for 
Euclid (Great Britain) Ltd. at 
Newhouse and Pressed Steel 
Company Ltd. at Linwood. 


PIG IRON PROGRESS 


Work is to begin soon on a 
£6 million expansion and 
modernisation programme which 
will more than double the output 
of pig iron at the Gartsherrie 
Ironworks of Bairds & Scottish 
Steel. When completed the 
annual output of the Gartsherrie 
works will be raised from 150,000 
to 350,000 tons of pig iron. Half 
of this tonnage will be foundry 
grades and the balance will be 
taken by steel makers. 

Civil engineering and building 
developments at Colvilles’ new 
£20 million integrated steel plant 
at Ravenscraig, Motherwell, has 
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Iron, steel, oxygen, tractors— 

these are among the manufacturing 
units in Scotland that are 
undergoing expansion 


Heavy industries plan 


big new developments 


made rapid progress and more 
than one-third of the scheme has 
been completed. By 1957 the 
works will be producing annually 
350,000 tons of pig iron and 
400,000 tons of ingot steel. The 
scheme is likely to attract new 
industries, and the proposed de- 
velopment of British Oxygen will 
be linked up with the future 
production of steel. 

The plant is reported to be 
the largest single postwar de- 
velopment in Scotland, and 
linked to it are new ore- 
handling facilities which are 
being developed at the river- 
side site of the General 
Terminus, Glasgow. This will 
cost a further £2 million. 
During 1955, production of 

iron and steel in Scotland was 
affected in the early summer by 
the dock and railway strikes at a 
time when demand was rising. 
Since then demand has risen still 
further and _ steelmakers have 
apparently been unable to meet 
in full the demands of customers, 
although production levels have 
been high and delivery dates 
lengthening. The importance of 
the new developments is shown 
by the figures for pig iron and 
steel production in recent years 
in an accompanying table. 

For steel, production in Scot- 
land is expected to rise to some 
2.6 million tons by 1958, but 
according to the British Iron & 


{ Volume of Ships Completed in Scotland, 1953-5} 
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Activity of Scottish Ship-Building Yards 


Merchant Vessels under Construction 
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Steel Federation: 

“The major factor delaying 
the expansion of the Scottish 
industry seems to be the pro- 
duction of local coking coal, 
which for the time being sets 
a limit to the possible output 
of pig iron at reasonable cost.” 
In the engineering and allied 

industries, activity has remained 
at a high level and those who 
manufacture machine tools, rail- 
way equipment, tubes and oilfield 
equipment, electrical equipment 
and instruments all had a busy 
year. The North British Loco- 
motive Company, Glasgow, is 
facing a period of re-adjustment 
because of the decline in world 
demand for steam engines and a 
certain amount of redundancy 
has been caused by the change 
from steam to diesel and diesel 
electric power. 

While there is a surplus of 
skilled steam engineers, there is 
a shortage of men experienced in 
diesel manufacture. The firm 
has orders from the British 
Transport Commission for 20 
diesel-electric and 11 diesel- 
hydraulic main line locomotives 
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Power show | 


The building decoration, which 
attracted a lot of attention during 
the Queen's recent visit to Edin- 
burgh, was this display at the 
Electricity Service Centre, George 
Street, Edinburgh. Designers 
were McCallum Advertising, 
Edinburgh, who also arranged 
for the whole construction. The 
six beasts were eight feet tall and 
weighed three cwt. each. Posi- 
tioning of them proved quite an 
effort in windy Edinburgh. 


and 12 diesel-hydraulic shunting 
locomotives. 

The Glasgow engineering firm 
of G. & J. Weir, Ltd.. of Cath- 
cart, recently announced that they 
have obtained a £1,250,000 order 
for the supply to the Caribbean 
island of Aruba, in the Dutch 
West Indies, of what is described 
as one of the largest sea-water 
evaporating and distilling plants 
ever to be built. 


Atomic power project is 


filling many 


HE considerable expansion 
in the electronics industry 
in Scotland, which has fol- 
lowed the establishment of the 
Ferranti research laboratory at 
Edinburgh, is being used as an 
argument in favour of setting 
up a Scottish division of the 
Atomic Energy Authority. 
Scotland’s share of atomic 
engineering has. however, been 
largely achieved through the 
initiative of the Scottish Council 
(Development and Industry) in 
publicising the requirements of 
the Authority to Scottish industry. 
In the first phase of the AEA’s 
development a substantial amount 
of work has been undertaken by 
Scottish firms, and the experience 
gained by the companies in par- 
ticipating in the programme 
should prove of great value in 
future applications of nuclear 
energy in plants at home and 


order books 


abroad. 

More than 12 firms are engaged 
on contracts for boilers, heat ex- 
changers, reactors, valves, pipes, 
control equipment, structural and 
civil engineering, and a larger 
number are sharing in the work 
through sub-contracting. 

The Scottish atomic power 
project — the experimental 
breeder - reactor station at 
Dounreay, Caithness—is mak- 
ing such rapid progress that in 
early March consultations were 
taking place between repre- 
sentatives of the Authority and 
the Scottish Education Depart- 
ment to determine future 
educational requirements of the 
area. 

The discussions are  supple- 
mentary to talks already begun 
between AEA and the Caithness 
Education Committee. The 
station will have a heavy com- 

@ Continued on opposite page 
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Coalfield modernisation 
makes steady progress 


plement of scientific and tech 
nical workers ; the estimate is 600, 
and it is hoped that much of the 
eventual manpower will be local 
in origin. 

The crofting counties are al 
ready supplying a large part of 
the labour force, which will build 
up to 2,000 men—used on 
constructional work. Another 
Atomic Energy Authority station 
to be established in Dumfriesshire 
is designed primarily for the pro- 
duction of plutonium. The con- 
struction work at the peak period 
will employ about 2,000 men, and 
a spokesman for the firm con- 
structing the station announced 
that they would require as many 
local men as they could get. 


SHORT TERM AID 


The work for men in the croft- 
ing counties is not permanent, 
although it is of help in the short 
term; unfortunately, it offers no 
long term contribution likely to 
arrest the depopulation of this 
and similar areas. 

Nevertheless, there have been 
encouraging signs. An English 
concern is to establish a factory 
at Buckie for the production of 
electrical equipment, while at 
Peterhead an American company 
is to set up a plant for the pro- 
duction of high speed twist drills 
and other cutting tools. When 
the factory is in full operation, 
it is expected that employment 
will be provided for some 400 
people. 

Work is proceeding on the 
building of two factories at the 
Longman Industrial Estate at 
Inverness, and the Scottish Coun- 
cil has been negotiating with 
other undertakings, including two 
American companies, in an effort 
to attract still further new indus- 
try to the Buckie Peterhead area. 


COAL DECLINE 


In one of the other power in- 
dustries the record in 1955 was 
not so bright. Scottish coal pro- 
duction again declined last year, 
and total output at 22,844,000 
tons, including about 808,000 tons 
of open cast coal, was 245,000 
tons lower than the 1954 figure. 
There is. it is true, a thorough 
programme of modernisation and 
development in progress which 
provides, among other things, for 
the closing down of unremunera- 
tive pits. During 1955 a further 
eight collieries were closed—a 
factor which, in addition to dis- 
putes and unofficial stoppages. 
contributed to the decline in out- 
put. 

In the Fife coalfield, at a 
point about 14 miles off the 
new Seafield Colliery, a coal 
sea boring tower was towed 
into position in the Firth of 
Forth in May last year in order 
so drill offshore boreholes for 
proving undersea reserves of 


coal, In November the National 
Coal Board announced that 
the complete success of the 
experimental sea bed drilling 
had ensured its extension to 
other sea areas of the British 
coast. 

The growing demand for fuel 
and power, along with the dis- 
appointing record of the coal 
mining industry, have revived 
interest in peat. A survey of 
Scottish resources puts them at 
the equivalent of 500 million tons 
of coal. 


Extension 
of power 


N the electricity supply in- 

dustry, the new Act provid- 
ing for the amalgamation of 
the South-East and South-West 
Scotland Electricity Boards 
came into operation in April, 
1955, with the formation of the 
South of Scotland Electricity 
Board. 

Speaking in the following July, 
the chairman stated that the 
board would have to spend sums 
approaching £20- million a year 
for many years to come on new 
generating plant, transmission 
lines and services to customers. 
Referring to supplies to rural 
areas, he stated that in 1947, 
when the two former boards took 
over, there were 5,300 farms in 
the area connected to electricity 
supply. 

In mid-1955 the number was 
10,700. Since April, 1948, in the 
South-West supplies have been 
provided for the first time to 51 
villages and a total of 449 
villages, leaving only 12 villages 
and hamlets still unconnected. 
Consumption of electricity has 
continued to increase during the 
last seven years at an average 
rate of about eight per cent. 

The North of Scotland Hydro- 
Electric Board estimates that, in 
order to keep pace with the 
growing demand for power, it 
needs to generate an additional 
120 million units of electricity a 
year. During 1955 six power 
stations were brought into opera- 
tion, and in April work began 
on the Moray distribution scheme 
which will make electricity avail- 
able to 2,000 premises, including 
750 farms in Moray and mid- 
Banffshire. 

Another scheme for connecting 
2,400 farms and 2,000 other 
premises in Aberdeenshire and 
Banffshire is expected to be com- 
pleted by June, 1956. Last year, 
according to the board’s annual 
report, 16,015 new consumers 
were connected to the mains. 

In- the shipbuilding industry 
the increased rate of ordering 
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Arbroath transformation scene 


Above, is the scene at Millgate, junction of Kyd Street, Arbroath, 
before General Billposting Co., Ltd., carried out a thoroughgoing 


tidying up operation. 


The final result can be seen below. 


which developed in the last 
quarter of 1954 was maintained 
throughout 1955. The United 
Kingdom order book increased 
over the year by 22 per cent to 
reach just over 5} million gross 
tons, of which tankers accounted 
for 51.2 per cent as compared 
with 47.8 per cent a year earlier. 
Scotland shared in the general 
improvement in the flow of new 
contracts, which were well spread 
among the yards. Changes in 
total tonnage under. construction 
and launches can be traced in 
great detail if one turns to the 
authoritative Lloyd’s Register of 
shipbuilding returns. 


VALUE AND VOLUME 


The estimated value of ships 
completed in Scotland for home 
and overseas during 1955 was 
about £63 million, and another 
table illustrates the volume of 
completions in Scotland during 
the past three years. 

In a review of this brevity it 
is difficult not to omit some in- 
dustries, but it would be a serious 


omission if reference at least 
were not made to the jute indus- 
try. May it be sufficient to record 
that the jute industry was fully 
employed throughout 1955, and 
although from reports there was 
some shortening of order books 
towards the end of the year, 
spinners and manufacturers 
started this present year with 
orders to keep them busy for 
some months. 


FACTORY BUILDING 


Reference has already been 
made in this review to building 
activity, and in the annual White 
Paper on industry and employ- 
ment in Scotland (published in 
April), it was observed that in 
the first nine months of last year 
the area of new factories and 
other industria! buildings started 
in Scotland was almost double 
that begun in the same period of 
1954. In the sphere of home 
building, to which reference was 
made earlier, official figures show 
a satisfactory record of achieve- 
ment during 1955 and earlier 
years. 
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REAT, BRITAIN is not a 

vast island but during the 
formative years of the Institute 
of Practitioners in Advertising 
the general council soon re- 
cognised that agency problems 
varied slightly and were up to 
a point dependent on the mem- 
ber’s scene of operation. 

If this was true of the provinces 
in general how much more true 
it was of Scotland in particular. 

The story of the Scottish 
branch of the IPA properly be- 
gins with the formation of a Scot- 
tish committee appointed by the 
council of the Institute in Janu- 
ary, 1938. At this first meeting 
William Meiklejohn of McMur- 
trie Ltd., was appointed chairman 
and the late Mr. Sommerville of 
Sommerville and Milne, hon. 
secretary. Membership of this 
committee was, of course, open 
to Institute members operating in 
this area. 

In actual practice this meant 
agency members in Edinburgh 
and Glasgow, but Scotland then 

rformed a feat of pre-Hitler 
egerdemain and Newcastle mem- 
bers of the Institute decided to 
wear the kilt. Their decision, 
quite apart from _ notably 
strengthening the Scottish com- 
mittee, has added considerably to 
the good fellowship which is gen- 
erally admired by all visiting fire- 
men. 

a, Edinburgh and New- 
castle hold the chair and meet- 
ings in rotation, a system which 
enables members to traipse about 
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A brief history of the Scottish branch of 
the Institute of Practitioners in Advertising 


The Institute wears 


the country to the inevitable fury 
of their wives. 

The Scottish committee’s terms 
of reference were naturally at 
first somewhat vague but the 
committee itself was perfectly 
clear on its main duties and re- 
ference to earlier minutes show 
that from the very first meetings 
they proceeded to build the pres- 
tige of the Institute in Scotland 
by all means within their power. 

During March of the same year 
(1938) the council of the Institute 
asked for the nomination of a 
candidate to represent the Scot- 
tish Committee on the council. 
Mr. Meiklejohn was nominated 
and it is interesting to note that 
he was a member of the council 
for 14 years, until 1952, a period 
of service in the cause of advertis- 


THE 


Steady Growth 
Che 
Ayrshire Post 


continues its steady rise in public favour, and 

maintains its position as the foremost county 

weekly in the Burns Country with 24, 28, 32 
and 40-page issues. 


THE FINEST ADVERTISING MEDIUM 


Certified ‘ABC’ Sales 
Jan.-June, 1956 


23,310 


copies per week 


AYRSHIRE 
NILE COURT: HIGH STREET: AYR 
TELEPHONE: AYR SIS8/9 TELEGRAMS: “AYRSHIRE POST, AYR” 


LONDON REPRESENTATIVE 
H. DOUGLAS SIM*56 FLEET STREET: E.C.4 
Telephone CITY 4259 


POST 


the kilt 


By N. McGREGOR THOMSON, 
hon. secretary, Scottish branch, IPA 


ing for which his fellow members 
must be ever grateful. 

It was in these early days 
that the first idea of a joint con- 
ference of provincial commit- 
tees was considered. Indeed, 
the prototype of the later meet- 
ings was held in the Midland 
Hotel, Manchester, in Novem- 

, 1938. 

On resuming activities after the 
war the Scottish committee or- 
ganised a meeting of the three 
branches at Peebles Hydro dur- 
ing October, 1947, and it is gen- 
erally acknowledged that this 
started the pattern for these 
annual affairs, each committee 
being host in turn. The Scottish 
branch has since organised joint 
meetings at the Glenburn Hotel, 
Rothesay and the Marine Hotel, 
North Berwick. One direct out- 
come of the Peebles meeting was 
a meeting arranged between the 
Institute and the Recognition 
Committees of the Newspaper 
Proprietors’ Association and the 
Newspaper Society at which a 
real opportunity was given to pre- 
sent the provincial agent's point 
of view regarding recognition. 

_By 1951 membership of the In- 
stitute had increased considerably 
in the provinces and it was de- 
cided to alter the designation of 
the three provincial committees. 


| At this date the Scottish commit- 


tee became officially known as the 


| Scottish branch, its functions re- 


maining as before. 


BASES OF STRENGTH 
It is obvious that the actual 


| Strength of a provincial branch of 


| ON mere numbers. . 


any association does not depend 


. its strength 


must lie in the sincerity and 


interest of each individual mem- 


| ber. 


In Scotland the secre- 


| tary’s job is particularly reward- 


ing since meetings are always 


| fully attended and more than lip 
| service is given to the aims and 


| 28 members 


aspirations of our parent body. 

At the moment of writing the 
Scottish branch is composed of 
) (including three 
charming ladies), representing 16 
agencies. 

It is a very real pleasure to 
record that the council of the In- 
Stitute and its permanent officers 


| have always given unstinted co- 


Operation, even to purely Scottish 
problems. 


Our plans for the future are 


simply stated, however difficult 
they may be to put into practice. 
Our first aim, purely from a 
selfish point of view, must be to 
standardise agency discount from 
all Scottish newspapers. Current 
negotiations have certainly pro- 
duced results from a gratifying 


J. NEWCOMB, 
chairman, Scottish branch, IPA 


number of weekly newspapers— 
but these negotiations must fin- 
ally bring all Scottish publishers 
into line with the rest of the 
country. 

We also hope that the Scottish 
branch of the Institute will be re- 
presented in whatever body 
finally controls Scottish indepen- 
dent television. 

In the autumn of this year the 
branch proposed to institute a 
local advertising campaign in the 
interests of its members... a 
campaign primarily conceived to 
educate Scottish advertisers on 
the aims and aspirations of the 
Institute and not necessarily to 
bring new clients to individual 
members. 

In case this appears rather a 
negative approach | should like 
to make it clear that by far the 
greatest bulk of Scottish advertis- 
ing is handled by member agen- 
cies. But a long term view is that 
we should like more international 
industries to use Scottish agents 
for purely Scottish advertising. 
They may logically expect the 
most sensible advice and econo- 
mic service from the agent on the 
spot and several current cam- 
paigns prove that this is not wish- 
ful thinking—we merely desire to 
expand the principle. 
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— is what comes of giving Copy and Studio a free hand! However, they 
have been allowed to run riot on this special occasion and it is, after all, no 
exaggeration to proclaim that their experience and energy do produce results 
that have created sales for substantial advertisers. Our own Media, Production, 
Research and other Departments are also at the service of potential business 
builders ! 


SOMMERVILLE & MILNE LTD. 


incorporated Practitioners in Advertising 


216 BOTHWELL STREET, GLASGOW, C.2 


Tel.: CENtral 758/ *Grams: ‘‘Premads, Glasgow ”’ 
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Leading publishers view 
the future with steady 


confidence 


Fife—area with an 


assured future 


says W. B. LIVINGSTON, 


joint managing director, Strachan & Livingston, Ltd. 


[THE postwar era of expan- 
sion which has enveloped 
Britain and brought virtual 
full employment can be said to 
have extended to Scotland. And 


| while the unemployment per- 


centage is almost double that 
of England, industry North of 
the Border is maintaining a 
very high standard of pro- 
ductivity. 

Indeed, the unemployment 
figure of two per cent for the 
country obscures the fact that 
there is a shortage of skilled 
labour in a number of the main 
and rapidly developing industries. 
The Scots are earning higher 
wage packets than at any time in 
the country’s history, for pros- 
perity is to be found in the heavy 
industries of the west and the 
lighter industries as well. 

In point of fact, the central 
industrial belt has seldom en- 
joyed in peace time such full em- 
ployment, for, as the coal seams 
run out in Lanarkshire, increas- 
ing use of oil has brought greater 
activity to Grangemouth. And, at 
the same time, the National Coal 
Board is pressing ahead with its 
mining developments in the 
Lothians and Fife. 


SKILLED LABOUR SHORT 


Since the end of the war the 
county of Fife has enjoyed great 
prosperity and the figures for un- 


| employment are well below the 
| national 


level. Indeed, in the 
Kirkcaldy area, only one per cent 
of the working population is out 


| of work, and there are countless 


jobs going a-begging for skilled 
and semi-skilled _— operatives. 
There is a particular shortage of 
female labour and it is this dearth 
of workers which has, to date, 
kept many light industries from 
setting up establishments in Fife. 
Efforts, however, are being made 
to improve this position and 
government departments, the Scot- 


| tish Council (Devebopment and 
| Industry) and 


local authorities 
are trying hard to find the solu- 
tion. 

Fife, with a population of 
over 300,000, has an assured 
future, for coal supplies are 
plentiful and at the moment 
two new large collieries— 
Rothes and Seafiedd—are in the 
process of being developed. 


Rothes will be producing coal 
in sizeable quantities within the 
next 12 months and an influx 
of miners from the west of 
Scotland is required to work the 
coal, while the Seafield Col- 
liery, also within a few miles of 
Kirkcaldy, is expected to pro- 
duce coal in about four years’ 
time. Allied to these develop- 
ments, the other old-established 
industries in Kirkcaldy—tino- 
leum manufacturing, linen 
weaving and engineering—con- 
tinue to flourish. 

At Dunfermline (the other large 
burgh in the county) there is also 
a variety of employment, for 
although it is famous for its tex- 
tiles, rubber works and the manu- 
facture of golf clubs play their 
part. Coal, of course, is mined all 
round Dunfermline and in addi- 
tion the naval dockyard at Rosyth 
comes within its orbit. The ship- 
building yards at Burntisland are 
always working at full stretch and 
many men from the neighbouring 
towns find employment there. 


Ayrshire 
optimism 


says R. SPROAT, 
manager, Ayrshire Post 


wun the passing of each 
year Scotland is fast be- 
coming a thriving industrial 
country, with the emphasis on 
development of industries as 
opposed to agricultural devel- 
opment, as was the case in the 
past. 

Rich jn natural resources this 
fact has been recognised by lead- 
ing English and American manv- 
facturers, the result now being 
there are approximately 400 new 
factories in Scotland, creating 
employment on a new level. 

Assuming world markets re- 
main at the present level there is 
no reason to doubt that the 
future holds great promise both 
in manufacturing and marketing 
with the greater proportion of 
sales given to Scotland’s own old 
established concerns. 

Increasing prosperity through- 
out Scotland is opening up fresh 

@ Continued on page 10 
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On location in Scotland: 
Terence Longdon, Mary Parker and Macdonald Park 
in a scene from a ‘‘Tips’’ Capstan insertion. 


Can the Man-with-the-Gong 
help YOU north of the Border ? 


AN ADVERTISING FILM or filmlet produced by the Man- 
with-the-Gong —symbolising The Rank Organisa- 
tion—has two inseparable aims. It has, of course, 
to sell something; and in order to sell, it has to 
have audience-interest to a high degree. It 
achieves that interest through the deep knowledge 
of cinema audience reactions that has accrued to 
the Man-with-the-Gong from his great experience 
in feature films. That experience bears fruit not 


only in the evergreen “‘Tips’’ and the younger 
‘‘Shop’’, but also in two-minute films and in filmlets 
for advertisers. These productions can be screened 
in any of the 250 cinemas in Scotland that carry our 
advertising films, with confidence that audiences 
will find them completely acceptable. 

All the Rank screen advertising activities 
are centred in Rank Screen Services Limited, 
11 Hill Street, London, W.1. (Grosvenor 6353). 
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In Scotland one or two Agencies have lifted 
themselves by their bootstraps to the stage where 
they can provide comprehensive and brilliant 
service for national advertisers. They are doing 
it to an increasing extent, and the outlay of 
time and money on staff, study and facilities 


is paying off. Below such standards they couldn’ t 
expect to handle the * plum’ accounts in their areas. 
Now they are able—and very willing. 
If you are a plum, or just a blossom so far, it is worth 
your while looking into all this. Come and 
see Jack’s Beanstalk, and what we do to make 
it grow. Ring Douglas 0564 and Anne will put you through. 


James Jack Advertising Limited, 13 Bath Street, Glasgow, C.2. 
Telephone Douglas 0564 Telegrams Beanstalk, C.2. 


' ing ahead. 


fields for advertisers with provin- 
cial weeklies capturing a substan- 
tial share of their business, both 


| national and local. 


The South-West of Scotland 
weeklies have in particular 
been favoured with a consider- 
able volume of advertising 
during the past 12 months and 
it would appear as though this 
state will improve. 

During this time it was neces- 
sary for the Ayrshire Post to 
print an issue of 40 pages, com- 
prising 32 pages for its normal 
weekly newspaper and an eight- 
page advertising supplement for 
a local departmental store, sub- 
sequent to the store’s redevelop- 
ment. This in effect surely justi- 
fies the optimism of potential 
advertisers in Scottish weeklies. 


PROGRESS OF INDUSTRY 


In this part of the country 
which is rapidly developing its 
mining areas and further pro- 
gressing in its light and heavy 
industries and showing its mark 
by increased advertising space 
and circulation demand, the 
advertiser is assured of coverage 
second to none. 

Facing the future with confi- 
dence, there is in Scotland all that 
is required for the manufacturer 
and the marketing of goods. Al- 
though a difficult year lies ahead 
of us, there is no reason why 
Scotland should not play a lead- 
ing part in the prosperity of 


| Britain and maintain its place m 


the world markets. 


Setbacks 
unlikely 


says J. M. COLTART, 
managing director, The 
Scotsman 


BUSINESS activity in Scot- 

land in the past year has 
been at a high level and there 
is every reason to believe that 
it will remain so during the 
next 12 months. Indeed, Scot- 
tish prosperity continues to be 
solidly based and a setback 
such as has been experienced 
in the Midlands of England is 
unlikely. 


PLENTY OF ORDERS 


The Clyde shipbuilding indus- 
try (which is the basis of much 
of the activity in Central Scot: 
land) has orders in hand for the 
next three years. It is true that 
Scottish coal output, largely be- 
cause of the exhaustion of the 
central coalfield, has been dis- 
appointing, but that should not 
blind anyone to the fact that 
some of the most important 
developments in the British coal 
industry are taking place in Scot- 
land and increased output will 
result in the near future. 

Plans for the development of 
the Scottish steel industry are go- 
Good progress is 
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being made with the substantial 
expansion by Messrs. Colvilles at 
Ravenscraig, Motherwell; 
Stewarts and Lloyds, Ltd., are 
undertaking a major development 
at their Clydesdale works and 
Messrs. Beardmore recently an- 
nounced their decision to com- 
plete a large reconstruction 
scheme at Parkhead, Glasgow. 
The fact that the Burroughs 

Adding Machine Company are 
to locate their new £10 million 
group of factories at Cumber- 
nauld is an indication of their 
assessment of the outlook for 
the Scottish economy. 

The East of Scotland is shar- 
ing to the full in the general pros- 
perity and it can safely be pre- 
dicted that its relative importance 
will increase. The government 
have confirmed that a start on the 
Forth Road Bridge will be made 
within four years fromm February. 
1955—and that cannot be far off 
now. 

These are only a few of the 
considerations which tend to con- 
firm the view that Scotland is 
gaining in economic strength and 
that, in consequence, it merits 
still closer attention on the part 
of advertisers. 


Prosperous 
Glasgow 


By ALLAN S. STEPHEN, 
manager, Glasgow Herald 


ECENTLY we had the 

pleasure of publishing a 
32-page “tabloid” size supple- 
ment printed simultaneously 
with a normal 12 page issue of 
the Glasgow Herald and trans- 
collected into it on the 
machine. 

The supplement was a com- 
plete mid-year survey of the 
economic scene, and I believe its 
note of restrained optimism for 
the continuance of the present 
prosperous conditions ruling 
just now in Scotland was a true 
one. Wages and spending are 
both likely to remain at a high 
level, with jobs for all in the 
widest range of industries that 
Scotland has ever known. 

So far as publishing is con- 
cerned, there 1s little doubt that 
the popular mornings and even- 
ings in Glasgow will continue 
their struggles for circulation 
and advertising space. These 
tussles have been going on for 
long enough and, presumably, 
will not diminish while Glasgow 
continues to publish each week 
day from its newspaper offices 
three evening and three morning 
newspapers and the Scottish 
edition of a national paper. 

My forecast is that while none 
of the popular papers will find 
things easy during the next 12 
months, there will be enough 
circulation made by each to keep 
them in the picture as valuable 
advertising media for reaching as 
rich and compact a market as 
there is anywhere in the United 
Kingdom. 
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IN SCOTLAND let 
British Transport Advertising sites 
carry your message 


to the shopping millions _ 


Wherever the shopping public go in Scotland, your message can reach them through British 
‘Teamport Advertising alte. There are poster sites at main line termini and all key stations; 
double deck buses serving the most densely populated areas; roadside sites, of varying sizes, 
_ reaching pedestrians, motorists and their passengers; vans taking advertisements into 
residential and out-lying country districts, as well as shopping centres; and, of course, 
showcases in hotels and stations. British Transport Advertising offers you 
a wide choice of sites—make the most of them now! 


FULL DETAILS OF ALL BRITISH TRANSPORT ADVERTISING SITES FROM.— 
ADVERTISEMENT MANAGER (SCOTLAND) 
British Transport Commission, 6-7 Castle Terrace, Edinburgh, 1, 
Telephone: ag 5222. 


cuits cnhlianenss. sareccrenee coviiaa. iid Wintec 
Cranbourn Chambers, Leicester Square Station, London, W.C,2. 
Telephone: er 
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HE great problem that 
faces every advertiser is 
how to get the best value for 
his money. 


When advertising in Scotland 
this problem is easier than in 
many other areas because the 
great bulk of the industrial area 
and population is centred in a 
belt running across the “waist” of 
Scotland from Gourock, through 
Greenock and Port Glasgow, 
down the Clyde to Paisley, 
Glasgow and its suburbs and on 
into the Lanarkshire towns—such 
as Coatbridge, Airdrie, Hamil- 
ton, Motherwell, and so on. The 
belt here eases off a bit but can- 
tinues on the East coast in the 
area of Edinburgh and _its 
suburbs. 

This great concentration of 
population in a comparatively 
small area makes the use of out- 
door advertising very attractive to 
the advertiser. 

The big concentration of the 
population moves on well- 
defined routes. It is possible, 
therefore, for an advertiser to 
concentrate his advertising on the 
main thoroughfares running 
through this belt and thereby 
(with a comparatively small 
expenditure) cover the great 
majority of his prospects. 


SERVICE BEGUN 


Most of the Scottish main 
thoroughfares are wide and open, 
which particularly lends itself to 
outdoor advertising. My com- 
pany started a bulletin board ser- 
vice in Scotland only a few years 
ago to give a service which, 
before this, was virtually non- 
existent. This development was 
greatly appreciated by most of 
the big national advertisers and 
many of the big Scottish adver- 
tisers. 

One of the most ardent sup- 
porters have been the Scottish 
National Savings organisation 
who have used a wide variety 
of our sites throughout the 
main population centres of 
Scotland. They were the first 
to use three-dimensional dis- 
plays on bulletins in Scotland 
and we produced for them a 
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Outdoor advertisers get 


full value in Scotland 


says RORY MORE O’FERRALL, 


ome 


-& 


Pipe in prosperity with . 


NATIONAL SAVINGS 


MATIONAL SAVINGS CERTIFICATES 
POST OFFICE SAVINGS BANK - 


DEFENCE BONDS 
TRUSTEE SAVINGS BANKS * 


This three-dimensional display on behalf of National Savings has 


caused a lot of interest in Scotland. 


The savings organisation has 


been among the biggest users of outdoor advertising. 


piper in full dress, playing his 
pipes, and measuring 14 feet 
high. 


The slogan ran: “Pipe in pros- 
perity with National Savings” and 
this piper display has been shown 
throughout the main population 
centres in Scotland and has 
caused tremendous local interest 
and, I believe, has been very 
successful. 

For outdoor advertising to be 
most effective it is necessary not 
only to catch the eye of the pros- 
pect but to please him. To 
achieve this object we produce 
an elaborate architecturally 
designed structure and, wherever 
suitable, put in attractive gardens, 


Bs _ bread loveS 
“Ostork margarine A 


A garden site established by 


More O'Ferrall Lid., 
Road West corner of Moulin Road area of Glasgow. 
sites include seats for the public which, in ciosely built up industrial 


at the’ Paisley 


sections, are much appreciated. 
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Many of these 


14 


flowers and flowering shrubs, 
and trees; also many of the 
gardens have seats for the public. 
This feature _has been much 
appreciated throughout Scotland 
where many of the industrial 
areas are closely built up with 
large buildings and comparatively 
little parkland or green belts. 

The Scots are very keen on 
gardens, and the displays we have 
produced have created great local 
interest and have been much 
appreciated by both the public 
and by local authorities. We 
have had praise from many of 
these sources. 


A hank of large 
posters which have 
heen organised on 
an end wall in 
Sauchiehall Street, 
Glasgow, by David 4 
Allen and_ Sons, 
Ltd. The _ great 
concentration of 
population in a 
comparatively 
small area makes 
outdoor advertising 
in Scotland par- 
ticularly effective. 


of More O’Ferrall Ltd. 


In some of the industrial 
areas of Scotland this has been 

a real challenge, as the big 

steel works and heavy indus 

tries produce a grimy atmos 
sphere which has to be battled 
with in keeping the displays at 
the zenith of their effectiveness. 

To achieve this we developed 

a special system of washing 

and cleaning with chemicals. 

The result has been very satis- 

factory. 

Some 20 years ago these areas 
were none too prosperous and 
today’s pay packet would have 
seemed like untold wealth before 
the war. This revolution in 
spending power has made this 
market one of the most sought 
after by all national advertisers, 
and our bulletins have been 
appreciated as an easy and 
economical way of tapping it. 


ROTARY SCHEMES 


In order to cater for every 
taste and pocket we have started 
many different schemes, including 
our well-known rotary schemes 
whereby an advertiser's display 
rotates over a_ given. set of 
bulletins during the year. This 
is possible because all our dis- 
plays are made up of a series of 
panels which are easily inter- 
changeable from site to site. 
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world of experience 


local and global 


Scottish firms needing an advertising agency will do well to consider 

the service that OSBORNE-PEAGOGK can give them. O P Glasgow has 
many yeats experience of local marketing conditions—and is in itself 

a completely equipped advertising agency with a highly efficient creative 

and executive staff. What’s more, it is closely linked with our other 
organizations in the main centres of Britain, and so has the varied resources 
and world-wide experience of a well-known advertising agency at its finger tips. 
Excellent specialist resources include a public relations department, 


a research section and a film and commercial television unit. 


82 GORDON STREET GLascow 


Edward L. Yule, M.1.P.A. Director-in-charee, 


will be glad to tell you about our organization and its scope. 


OSBORNE-PEACOCK co. LTD © Incorporated Practitioners in Advertising 


LONDON MANCHESTER BELFAST 
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ROSSLEIGH LTD ~- FORSYTH OF EDINBURGH 


WOOLWARD 
ADVERTISING 


CALDERS OF ALLOA * 


433u1S 354035 4O NILUVW 


CLYDE RUBBER WORKS 


THIS THREE-YEAR-OLD AGENCY 


is already privileged to act on behalf of :— 


? 


THE CITY OF EDINBURGH 


Gil NOS 8 NOSYZ0NV WA 


and 56 other Public Authorities, Institutions, Associations 


and Legal Firms 


? 


BANK OF SCOTLAND 


ALDER & MACKAY LTD 


and 30 other Commercial, Industrial and Manufacturing 


Companies 


? 


THE GEORGE STREET ASSOCIATION 


% Mak’ siccar — Make certain 


. . and it’s a worthwhile Scottish 
axiom to remember when photography 
sells to buyers North of the Border. 


and 21 important Retail Firms in Edinburgh 


sf 
16 RESORTS 4h fashion — industrial ~ Commercial 


and 31 Hotels in Scotland 


? 


WOOLWARD ADVERTISING 


GETS ACROSS 
? 


W. A. WOOLWARD & CO., 86a GEORGE ST., 
EDINBURGH 
Phone : CALedonian 3851 Grams : Woolward Edinburgh 


(GNV1LODS) SJDNVIIdd¥Y 3WOH XIGN39 


STUDIO SWAIN—Scotland’s 
leading photographic establishment is 
staffed by expert technicians ready to 
bring their skill and creative thought to 
your product. 
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Whether it be progress work on 


‘ 


building sites or fashion at its latest— 
let Studio Swain reproduce it by mono- 
chrome or colour processes—and to 
really mak’ siccar let John Swain make 
your blocks. 


STUDIO SWAIN 
32-4 YORK STREET, GLASGOW, C.2. 
Telephone: CENT 9040 
Proprietors and Engraving Works 
John Swain & Son Ltd., 323 Argyle Street, Glasgow, C.2. 
Telephone: CENT 9061-2-3. Telegrams: SWAINSCOT-GLASGOW. 


SCOTTISH SOFT DRINKS CO 


Gil su¥aHlioug I1sVva 


+ JOHN H LUNN LTD - BONNINGTON CASTINGS LTD 
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[HERE is a tendency, at 
least up here in Scotland, 
to regard direct mail as the 
Cinderella of advertising. We 
have heard whispers that even 
in the larger and quite impor- 
tant half of our island it is 
looked upon with disfavour by 
agents as a medium which 
creates much work and little 
profit. 

That there is a grain of truth 
in both points of view is indis- 


putable. Despite statistics, rela- 
tively little is spent on this 
medium through advertising 


agents in comparison with press, 
poster, cinema, television, etc. 
The specialist houses can make 
direct mail pay for a variety of 
reasons, First, only a small part 


_ of their turnover is creative, but 


consists of the supply and typing 
of addresses. Second, a _ sub- 
stantial part of their business 
comes from direct contact with 
clients. Third, if the agency 
places the business with a 
specialist house it receives only 
10 per cent commission, which, 
as any agent knows (and the 
national press has acknowledged), 
is quite inadequate under today’s 
conditions. These statements 
may be disputed, but they are 
based on actual experience and 
remain true in our organisation. 

Let us get down to basic 
facts. 


MUST BE INCLUDED 


No agency can afford to ignore 
direct mail. Whether it pays or 
not, it is essential in almost 
every campaign, and must be in- 
cluded in the schedule. It must 
be integrated with the overall 
planning and with some technical 
accounts will be a substantial per- 
centage of the total. 

If direct mail is to function 
efficiently, the agency must carry 


specialists on its staff. The cost- 


of these runs high. The mainten- 
ance of up-to-date mailing lists 
may run higher, even when the 
outlets are limited to a few 
selected fields. 

How then to make direct mail 
pay and still fulfil our function 
as advertising agents? First, we 
must make it pay for the client. 
It must do the following: 

@ SELL TO THE RIGHT PROSPECT. 
This, of course, means a 
mailing list cross-checked and 
limited in consultation with the 
client. 
@GetT RESULTS. This may 
mean replies for follow-up by 
sales representatives, direct 
orders, or increased sales 
through wholesale or retail 
channels. 

It goes without saying that the 
results will be judged on sales per 
pound invested. This is axio- 
matic in all advertising, but direct 
mail, like mail order, can usually 
be assessed within days or weeks. 
We know that the sales graph 
fluctuates and that replies may 
arrive up to two years later, but 
any conscientious agency expects 
the client to make his profit (or 
prospect of profit) after the second 
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Co-operation between the agency and the specialist 
house is the safest formula for 
success in advertising through the post 


The place of direct mail 


in the overall campaign 


or third mailing. Frequently, in 
fact, it can be expected after the 
first shot, dependent naturally on 
the product. 

As to the agency profit, no 
firm can exist on 10 per cent 
gross and give an efficient service. 
If a qualified creative and admin- 
istrative staff is maintained— 
copywriters, artists, production, 
progress, etc.—the gross revenue 
must not be less than 15 per cent. 
Even with this margin the agency 
will be lucky to net two per cent 
and direct mail will still compare 
unfavourably with press and 
other media from an earning 
point of view. 

Are we then worth employing? 
Does it help the client to use his 
agency for direct mail? Can we 
offer something not found in ad- 
dressing and direct mail houses. 
Do we in fact justify our exist- 
ence ? 

As head of a fairly substan- 

tial Scottish agency, I think I 

can answer a straightforward 

“yes.” If direct mail is an essen- 

tial advertising medium (and 

of this there is no doubt), the 
agency should be used. Only 
the agency is aware of the 
background of the client. Only 
the agency knows the advertis- 
ing and selling policy and can 
tie-up direct mail to trade and 


can design the mailing shots to 
maintain an agreed plan. 


SPECIALIST HOUSES 


Do not misunderstand me. 
While I claim that the agency can 
create better direct mail advertis- 
ing for its clients, invaluable 
work is being done by specia- 
list houses in the maintenance of 
lists. No agency could afford to 
maintain such varied outlets, but 
it requires the knowledge that 
comes only with long experience 
of a client to create the right kind 
of literature to sell by mail. We 
have frequently co-operated with 
these specialist houses with the 
happiest results, and I look for- 
ward to the maintenance of this 
undoubtedly beneficial relation- 
ship. 

_In conclusion, here is a case 
history which may be of interest 
because, in our experience, the 
results were particularly high. 


The firm concerned are roofing 
manufacturers and constructors. 
The products are high-priced, 
contracts running into an average 
of four figures. This is a case 
where intensive knowledge of the 
product and its application to a 
highly specialised market is abso- 
lutely necessary for effective pre- 
sentation. 


EVERY ADVANTAGE 


Our previous experience in 
handling this firm’s general ad- 
vertising and their helpful atti- 
tude in keeping us well informed 
on every aspect of technical de- 
velopment enabled us to ap- 
proach this direct mail campaign 
with every advantage. 

Favourably placed to establish 
and check a mailing list of 
genuine prospects (with negligible 
wastage) we were able to get 
down to the mechanics of selling 
without delay. The mailing shot 
decided upon was threefold in 
character. 

The principal enclosure took 
the form of a three colour folder 
giving fairly detailed technical 
information. The _ illustrations 
comprised photographs of build- 
ings roofed by our clients for 
companies of international repute, 
half-tone drawings of various roof 
sections, and detailed technical 
diagrams showing the exact con- 
struction of these sections. Copy 
was strictly informative, vague 
generalisations being eschewed. 

A brief sales letter, printed 
facsimile, referred to the folder 
and invited inquiries for specific 
designs and quotations, offering 
personal service from the area 
manager or further information 
by correspondence. Mention was 
made of the firm’s achievements 
in roof insulation research and 
the cause and cure of certain 
technical problems, with special 
reference to specifications avail- 
able to meet various abnormal 
conditions. 


REPLY CARD SENT 


Completing the —- shot 
was a crisply worded reply card 
which made it easy for a busy 
prospect to send for further in- 
formation relating to his indi- 
vidual requirements. The three 
enclosures were posted in a 
sealed envelope bearing full 
private postage rate. 


By 


NELLIE E. HARRIS, 


managing director, 
Sommerville & Milne Ltd. 


Throughout the preparation of 
the campaign we were in regular 
consultation with our clients, 
whose sales staff were briefed in 
readiness to follow up inquiries. 


PY. 
Festal 
ef Li 
siret 


OPERATION ENDED 


Our clients’ products were 


satisfactorily we confidently left 
further action to their very effi- 
cient sales organisation. 

Higher percentages are pos- 
sible, depending on product and 
market (in some cases we have 
exceeded 63 per cent replies) but 
results can only be assessed in 
the light of individual circum- 
stances. 

The particular case I have 
chosen as my example primarily 
emphasises the ability of the 
properly equipped agency to 
integrate its specialised know- 
ledge of direct mail selling tech- 
nique with its acquired under- 
standing of the client’s product 
and market. 
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Growth of advertising 


for tourist industry 
By W. A. NICHOLSON, 


manager and secretary, Scottish Tourist Board 


i has taken a long, long 
time, but local authorities 
and national and local organi- 
sations in Scotland are begin- 
ning to realise that they must 
advertise and publicise more 
extensively if they want to pro- 
gress. 

There are, of course, still too 


| many who continue to think in 


| 
| 


pence when they should be think- 
ing in pounds, but while the task 
of mental conversion may take 
some time yet, there are some 
good pointers to the future. Edu- 
cation, and lots of it, towards a 


| more widespread appreciation of 


present-day values and costs, the 
value of good and repetitive ad- 
vertising and the cost of modern 
publicity—whether it be in the 
form of advertisement or bro- 
chure—is required and must be 
continued over a_ considerable 
period. 

Several reasons could be ad- 
vanced for the apparent lack of 
a widespread appreciation among 
the Scots of the costs of modern 
publicity. One may be that Scot- 
land, having got, without asking 
for it, so much free publicity all 
over the world for so many years, 
the necessity of having to buy ad- 
vertising or to pay for publicity 
has never been a matter for 
serious consideration 


Scotland still gets a lot of free 
publicity, but in the more com 
petitive world of today, it is 
being realised that this must be 
supplemented to a growing ex- 


| tent, 


There are some authorities, 
like Aberdeen, building up a 
substantial tourist trade who, 
while appreciating that the 
Aberdeen joke has good pro- 
paganda value, are cashing in 
on what they get free by spend- 
ing in the region of £10,000 a 
year on good solid advertising 
schemes. The results to Aber- 
deen are good, for the Granite 
City is now one of Scotland’s 
top holiday resorts so far as 
tourist trade is concerned. 


By contrast, there is another 
large Scottish holiday town 
(which will remain unnamed in 
the hope that peaceful persuasion 
may yet effect a change in atti- 
tude) whose officials regard an 
expenditure of around £400 on 
bought advertising space over a 
period of five years as being 
high. 

There have been other centres 
of like mind, although years of 
work are beginning to bring 
more encouraging results. 

In the area of the Clyde 


estuary, with its popular holiday 
resorts, schemes for collective 


advertising and collective pub- 
licity production have been 
framed, and only await final 
approval on the allocation of 
costs. These schemes, first sug- 
gested eight years ago, will likely 
become effective for the 1957 
season. Towns on the Scottish 
Borders are planning to meet in 
September to discuss the promo- 
tion of a co-operative scheme. 
Resorts on the Moray Firth are 
planning an early get-together, 
with a view to pooling their re- 
sources in the development of a 
more realisitic approach to pro- 
ductive publicity. 

One may be wrong, but I am 
definitely of the opinion that 
only through such combined 
action will Scotland achieve 
satisfactory results in the adver- 
tising and publicity field. Local 
authorities and other organisa- 
tions, by getting together and 
discussing schemes of mutual 
benefit to their combined areas, 
will not only be encouraged to 
think more effectively about 
publicity, but they will adopt a 
more realistic attitude towards 
costs, values and results. 


Individual areas have been 
pretty well milked dry by the 
competitive producers of local 
guide books and the salvation for 
them, as well as for the areas con 
cerned, lies, I believe, in com- 
bined production and advertising. 
So far as brochures and guide 
book production is concerned, 
far better results, I am_ sure, 
would he achieved. 


RAISING STANDARDS 


Advertising contractors and 
their representatives can help 
considerably in-the educational 
process that is needed. If they 
do it intelligently, good results 
will come. Unfortunately, in 
recent years, and even up to a 
few months ago, there have been 
a few representatives of advertis- 
ing contractors and publishers 
who have caused considerable 
trouble in Scotland. 


Without authority, either 
written or verbal, they have been 
using the names of national 
organisations to obtain advertis- 
ing contracts from hoteliers and 
traders. The activities of these 
unscrupulous representatives have 
done irreparable harm, and many 
people, some embarking on adver- 
tising perhaps for the first time, 
have lost considerable confidence. 
The Scottish Tourist Board has 
found it necessary on one occa- 
sion already to take legal action 
to protect its own name against 
the false representations of un- 
authorised persons. It will not 
hesitate to take similar action in 
the future. 
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Everyone sees the posters 


on Sites 


in Scotland 


POSTER ADVERTISING 


THE GENERAL BILLPOSTING CO. LTD. SCOTLAND & NORTH-EAST ENGLAND 


Chief Offices 
23a ST. JAMES SQUARE 


EDINBURGH | 


Branch Offices at Glasgow Aberdeen Dundee Kirkcaldy Dunfermline 
Newcastle-on-Tyne Sunderland South Shields Whitley Bay 


MENZIES 


(Peter A.) 


OF 
GLASGOW 


have settled down in their 


Special 
Announcement 


Pioneers in Photoengraving 


for twenty-seven years . . . 


and now Electronically . “ary 
i = new premises. The décor is 

Engraved Plates in 65 os al ‘ —_ oo 4 contemporary . . . so is the 
4 cm fee be ee advertising, for although the 

and 120 SCT@OMS . . 2 ’ 4 = tee firm has been in business for 
eT 7 over so years, the trend has 


Colour is on the way 


always been progressive. 


THE SYMBOL OF CRAFTSMANSHIP 


inimitable service in Design, Photography, 
and Blockmaking to Printers, Advertisers, and their MENZIES HOUSE 
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FOR screen advertising con- 
tractors Scotland presents 
special problems; it also offers 
special opportunities and a 
promise of more to come. 

Scotland’s vital statistics are 
as follows: There are 578 
cinemas, of which 50 are con- 
trolled by Circuits Manage- 
ment Association Ltd. (Odeon 
and Gaumont) and 46 by ABC. 
The remaining 482 are independ- 
ently owned. These cinemas 
stretch from Thurso and Wick in 
the north to Stranraer, Gretna 
and Berwick in the south. They 
cover a population of 5,095,969, 
of whom nearly a half go to the 
cinema at least once a week. 

A special point of interest for 
me is that two-fifths of Scotland’s 
population is centred around 
Glasgow, so that I find myself in 
the centre not only of the most 
important business area, but also 
the densest population group. 

As you can see from the num- 
ber of cinemas in each county, 
shown on the list printed with 
this article, the important areas 
are concentrated around Edin- 
burgh and Glasgow with a notice- 
able drop in potential audiences 
as you go farther from these two 
centres. 

Another important factor is 
that cinemas do not open in Scot- 
land for commercial showings on 
Sunday. This reduces the number 
of programmes shown per week 
and brings down the cost of ex- 
hibiting advertising productions. 

At the same time, the big 
attendance figures in the larger 
towns (there are queues outside 
most of the cinemas in Glas- 
gow, for example) mean that 

the advertiser is getting a 

higher-than-average attendance 

in return for a lower outlay. 

Similar gains occur in the 
smaller halls, owing to the’ fre- 
quent changes of feature pro- 
grammes. Business men are 
aware of these advantages and 
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Screen advertising 


By J. G. ANGUS, 


Scottish regional manager, Rank Screen Services Ltd. 


are specially interested in Scot- 
land for this reason. 

My experience is that Scottish 
audiences accept the advertising 
message more readily than cine- 
ma-goers in the south. I some- 
times think, on the other hand, 
that advertisers do not appreciate 
the importance of a genuine 
Scots accent in Scotland. Audi- 
ences here are quick to react 
against the occasional phoney 
Scotsmen who appear on the 
screen—although they appreciate 
the genuine article. 


QUALITY OF AUDIENCE 


It is not intended to imply 
that Scottish audiences 
unsophisticated, although 
are certainly not cynical. 
only really naive man I have met 
so far was a retailer in Crieff, 
Perthshire, who, when his local 
picture-house installed Cinema- 
Scope, was most offended to find 
that his filmlet (showing at 7s. 6d. 
a week, with no charge for pro- 
duction) had not been converted 
into CinemaScope overnight. 

One notices two most encour- 
aging developments in Scotland. 
Firstly, that an increasing num- 
ber of Scottish manufacturers are 


Molly Urquhart demonstrates the recipe for potato scones in “Round 

Britain Recipes’—a one-minute adaptation from “Tips” (edition 42). 

Such “demonstration” films are popular in Scotland where cinema 
visits tend to be a family outing. 


using the screen for regional—as 
opposed to local or national— 
advertising. 

Secondly, the formation of the 
Films for Scotland Committee. 
This body, composed of Scots 
business men under the chairman- 
ship of Sir Alexander King, is 
setting out to tell Scotland’s story 
to the world on film. It is 
heartening to fee] that such dis- 
tinguished men have agreed that 
the film is the right tool for the 
job. 

We in the industry have always 
known that the combination of 
movement, colour and sound 
provides outstanding impact. 
And that fact is as true when one 
is reaching out across the markets 
of the world as when one is aim- 
ing for intensity of coverage in a 
highly concentrated domestic 
campaign, 


EFFECT OF TELEVISION 


During the last few months, 
there has been some speculation 
about the effect of the forth- 
coming independent commercial 
television station (to be operated 
by Roy Thompson of the Scots- 
man) on the screen advertising 
contractors in Scotland. This 
station is due to open in 
August 1957. 


My personal view is that the 
competition of television will 
be less intense North of the 
Border than it has proved in 
the South. Post Office licence 
returns show that the number 
of people owning television sets 
in Scotland is proportionally 
lower than the number holding 
licences in England before com- 
mercial television started down 
there. 

Spending habits in Scotland do 
not incline people towards buy- 
ing television sets, which are still 
regarded as something of a 
luxury, and the ties or family 
(which seem to me to be stronger 
here) lead to a preference for the 
“family outing.” In Scotland, 
when there is no football, that 
means a Visit to “the pictures.” 

At the same time, screen ad- 
vertisers are not blind to the chal- 
lenge of television in Scotland or 
anywhere else, but we are certain 
that the ultimate result will be to 
strengthen the confidence of ad- 
vertisers in the visual medium as 
a whole and that in the long run 


is ready for TV 


Cinemas in Scotland 
presented in counties 
31 


Buteshire 

Isle of Arran ... 
Caithness ... 
Clackmannanshire 
Dunbartonshire 
Dumfries-shire 
East Lothian 
Fifeshire i 
Inverness-shire 
Kincardineshire 
Kinross-shire _.. 
Kircudbrightshire 
Lanarkshire. 
Midlothian .. 
Morayshire ... 
Nairnshire ...... 
Orkney Islands 
Peebleshire 
Perthshire ..... 
Renfrewshire . 
Ross & Cromarty 
Roxburghshire 
Selkirkshire .. 
Shetland Islands 
Stirlingshire 
Sutherland ; 
West Lothian _.. 
Wigtownshire 
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this will benefit us as much as 
the television people. 


Everyone selling space in any 
medium in Scotland today is con 
scious of a steady growth in 
Scottish home business. As they 
become more articulate and as 
their interests expand, these busi- 
nesses are becoming increasingly 
aware of the need to advertise. 


In the big centres like Edin- 
burgh, Aberdeen, Dundee and 
Perth, as well as in the Glasgow 
area, that pressure is stil] devel- 
oping. So long as this process 
continues and with the encour- 
agement of such bodies as the 
Films of Scotland Committee, my 
colleagues and I have no fears for 
the screen medium. 


We are glad to see that Scottish 
industrial expansion is helping us 
to improve the volume and stan- 
dard of our work. 
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WHAT DOES 
YOUR POWER 
COST? 


In many works and, factories TRUE power costs 
are not readily determined. With ELECTRICITY 
as a source of power, costs for most processes can 
be accurately assessed. 
Industrialists who make full use of electricity know that wherever an operation is 
performed ELECTRICALLY, money is saved and efficiency raised. 
The Board’s Commercial Engineers always welcome the opportunity of visiting 
consumers to discuss their power problems. So, please remember you are cordially 
invited to consult us at any time. 


South of Scotland Electricity Board 


HEADQUARTERS: 351, SAUCHIEHALL STREET, GLASGOW, C.2. ‘Phone Douglas 9955. 


Stirling 
2 Observer 


eo : | “COVER 
or complete UBLICITY CENTRAL SCOTLAND 
service get in B.C.Y, 16,678 
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: Sesiseses Weekly A.B.C. 
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Inquiries to: 
WILL KITCHEN JR., LTD. 
... and drive your message straight home. 131 FLEET STREET, LONDON, E.C.4 
B. C. YOUNG or Publishers 


Advertising Service Agent and Specialist in Advertising Material 
6 MELVILLE STREET, EDINBURGH, 3. TELEPHONE 32275-6 40 CRAIGS, STIRLING 
and at 2 India Buildings, Bell St., Dundee. Telephone 5528 
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Miteneus ~—the name associated with the 


best in Adverti.ing. You may want to know 


more about our Service and 


be happy to assist you in every way 


(Mechelle 


we will 


. 


% INCORPORATED PRACTITIONERS IN ADVERTISING 


68 GORDON STREET, GLASGOW, C.1 


4. D. MITCHELL, J.P., F.1.P.A., Managing Director 


THE 


GLASGOW OBSERVER 


IS A 
MUST 
ON ALL 


SUCCESSFUL SCOTTISH CAMPAIGNS 


BECAUSE IN 70 YEARS 


THERE |S 


NO SUBSTITUTE 


19, WATERLOO ST., GLASGOW, C.2. 


FIFE ASSOCIATED NEWSPAPERS 
COVER INDUSTRIAL FIFE COMPLETELY 


THE DUNFERMLINE PRESS : 


43,631 asc. 


35 KIRKWYND, KIR 


THE FIFE FREE PRESS 


WEEKLY 
KCALDY 


LONDON AGENTS: EDWIN GREENWOOD LTD. 


231-2 STRAND, W.C.2 


CITY 5906 


A ‘tired’ ad 
that woke 
them up 

B 


y 
W. A. WOOLWARD, 


of W. A. Woolward & Co. 
HIS, for a change, is the 
short, sad, case history of 
| a scheme that never was—of a 
scheme that went off at half- 
| cock three times, then petered 
out. 
| The firm of Martin & Son, of 
| George Street, Edinburgh, are 
old-established retailers who had 
for long manufactured bedding 
and specialised in their own and 
other branded makes. When they 
started serious advertising some 
years ago, the main object was to 
| extend their general furnishing 
business. This paid off well 
enough, and the business (and the 
account) grew nicely. But a point 
| was reached where it was feared 
we might be in danger of neglect- 
ing the important basic business 
of beds and bedding. 
| The revised brief, therefore, 
| was to bring the public mind 
right back to Martin's very special 
role as bedding specialists. 
We decided on words, words, 
| words—all message, no picture. 
No. l 
Perhaps 


Advertisement 
headed 


was 


“ TIRED? it's 


_Jack’s beanstalk 


Upon the formation of James 
Jack Advertising Ltd., Glasgow, 
this “beanstalk” display was set 
| up on the premises with the 
| leaves naming the accounts 
acquired. The day the agency 
began business they inserted the 
| following in the “Glasgow 
Herald”: “If you will clip this 
advertisement and post it, 
| attached to your company’s letter 
| head, to reach us a year from 
today, we Shall be delighted to 
celebrate our first anniversary by 
sending one guinea to any charity 
you care to nominate.” 
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ONE THIRD OF YOUR UTE 
is spent » BED 


TIRED? 
Perhaps it’s your BED 
that’s tired! . 


For @ years oe have been” 
Bedding = SPECIALISTS 
ie every semee of the 


BEDDING proties 
bar ted to o LIVING 


THE COMPLETE BEDDING SERVICE 
Martin.Son Ss 
- *e “—? = - 


70 ow fe 


Ae 'yp0» of Bedding Rape . = 
55-65 GEORGE ST EDINBURGH Prone Cai 4744 oh 
wet 


ot ne — 


This was the advertisment which 
produced a flood of business. 


your BED that's tired,” and it 
appeared once in the Scotsman 
(alongside births, deaths and 
marriages!), and once in the 
Edinburgh Evening News. 

It got a fantastic readership— 
everybody seemed to be tired 
that week. The flood of business 
was such that advertisement No. 2 
just scraped through before the 
“Stop” orders went out. 

When stock and production 
were under control again, we 
started all over again with adver- 
tisement No. 1. The “Stop” 
orders beat advertisement No. 2 
to it this time as well. 

Months later, when our clients 
could cope again, and because 
we thought the “TiRED” adver- 
tisement was tired—and because 
it happened to be Edinburgh 
Festival time, we re-started with 
a new approach altogether, using 
the “Festival” theme. We refined 
it too. 

We refined the message and we 
refined the typography. 

R ea happened: nothing at 
all. 

All of which goes to show 
you are never as clever as you 
think you are and underlines 
the old truth that lots of good 
advertisement themes and 
schemes have been dumped 
because their creators got tired 
of them long before the public 
did—that, left alone, a good 
advertisement will do its job 
for long enough. 

And the sticky bit is this: 
months later, when we got our 
confidence back and suggested 
resurrecting the “TIRED” adver- 
tisement for a decent run, our 
clients thought we were merely 
trying to get commission the easy 
way and to recoup ourselves for 
the long-term scheme that never 
was! 
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More 0’ Ferrall 
Bulletins 


ie eile J ¥ : iy: i a “ : iiciitune 


Scotland 


More O’Ferrall Bulletins—powerful, dominating, strategically placed to 
impress your message on your prospects throughout the thickly populated areas 
of Scotland. 

More O’Ferrall Bulletins give the most effective Outdoor Advertising at 
the lowest cost—and you can use unlimited colour. 

May we send you copies of our brochures “Awareness of Advertising on 
More O’Ferrall Bulletin Boards” and “Estimates of Traffic passing Bulletin 
Boards in the London Area’’? 


MORE O’FERRALL LTD 


GLASGOW OFFICE: 22a West Nile St. C.1. Tel: Central 1126. LONDON OFFICE: 19 Curzon St. W.1. Tel: Grosvenor 8146 


Scot Survey PAISLEY 


: IS THE MOST PROSPEROUS TOWN IN SCOTLAND 
be complete without 


* 


You can obtain a direct. introduction 
to this wealthy market-through the 


jlaisle 
Daily Express 
a quarter page 


(or better still a half page) | * 
from <> Write or ‘phone our London Office for fullest details: 
143 FLEET STREET 


McINNES THOMSON ADVERTISING LTD - 111 UNION STREET - GLASGOW C.1 Central 6692 (2 lines) 
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We don't let 
the grass grow 
under our feet 


Have a Simpson & Gemmell, 
Mr. Client—they're made 
to make friends ; and my 


goodness they’ re good for 


you, 


Slash through an, 


market—leave it in tatters, 
we will (hooray, hooray). 
And we're ready for 1.T.V. 
too, by George—got 


ourselves tied up with a 
film studio, we have, we have. 
Creativesssssssssense lasts 

the whole wav through. 


‘ 


an exceedingly brilliant plagiarism by an exceedingly brilliant agency 


————— Simpson & Gemmell Ltd 


108 renfield street, glasgow. tel. douglas 3736 


Our creative director is on holiday, so the managing director 
thought up this fine ad. all on his own. 


KILMARNOCK 


(SCOTLAND’S MOST PROGRESSIVE TOWN) 
THE CENTRE OF INDUSTRY 
ANDAGRICULTUREIN 


AYRSHIRE 


ALSO HAS THE LEADING 
WEEKLY NEWSPAPER _ IN 
THE COUNTY 


The Kilmarnock Standard 


ESTABLISHED 1863 AND LIKE ANOTHER 
FAMOUS PRODUCT OF THE TOWN 
— “STILL GOING STRONG ”’ 


A.B.C. Certified Net Sales 


(for year ended 31st December, 1955) 


24,630 


COPIES WEEKLY 


ih 


Office a Works 
Grange Place, Grange Place, 
KILMARNOCK - Phone II5_ - KILMARNOCK 


LONDON OFFICE : 
EDWIN GREENWOOD LTD., Thanet House, 231-2 ant, 
wc. 
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Competition comes back 
to the printing shop 


AuGust 274, 


1956 


By IAN W. S. WILSON, 


WELCOME this oppor- 

tunity of putting on paper 
a few words on the state of the 
printing industry in Scotland 
at a time when the balance has 
passed the fulcrum and is 
tipping heavily in favour of 
the buyer after 10 years of 
“thumbs in waistcoat, give it 
you sometime next year old 
boy” attitude. 

Personally, I am glad that 
once more the members of our 
industry will have to compete 
with one another in terms of in- 
telligent appraisal of the buyer's 
needs, attention to detail, service, 
(particularly where delivery dates 
are concerned) and value for 
money: though where value for 
money is concerned 1 hope that 
printers will submit fair quota- 
tions and not the cut prices on 
which so much competition was 
falsely based in prewar years. 
This means, in simple terms, that 
the printer must know the kind 
of work he can do economically, 
and profitably, in his own plant 
and will concentrate on selling it 
to the exclusion of quoting for 
work which he knows is outside 
his province. 


ORDER BOOKS FULL 


The good print buyer will 
usually know where to go for 
each class of work he requires 
and by sending inquiries to the 
right firm will expect to have 
estimates which make sense. 

The firms specialising in book 
production, both novels and 
scientific work, still have full 
order books and generally speak- 
ing they have progressed further 
with plans for modern methods 
and increased production than 
have many of the smaller and 
general printers. The book 
houses competing with their 
counterparts in London and the 
Home Counties have kept abreast 
of new developments and with 
their relatively large staffs and 
consequent big output, are more 
fortunately placed than the 
smaller firms. It must be re- 
membered that the great majo- 
rity of the member firms of the 
British Federation of Master 
Printers employ 10 men or less 
and one often wonders how many 
of these will fare in the more 
competitive times which un- 
doubtedly lie ahead. 

The economic dangers which 
beset this country are being 
brought home to us all by 
frequent repetition by the 

Chancellor of the Exchequer 
and his ministerial colleagues. 


director, Pillans & Wilson Ltd. 


And if the new measures, 
designed to help the United 
Kingdom hold its place in 
world competition, are at pre- 
sent affecting industry in the 
Midlands, it assuredly must 
mean tougher times ahead for 
the general printers in Scot- 
land as well as on the other 
side of the tartan curtain. 
There is generally less stability 
in the trade and where regular 
overtime is being worked it is not 
necessarily because of a large 
volume of work, but an effect of 
the shortage of manpower in the 
industry. The shortage of skilled 
operatives is unfortunately more 
acute in Scotland than in Eng- 
land because of the restrictions 
placed on recruitment during the 
war years and the drain of men 
to the national daily newspaper 
offices, who do not themselves 
train an adequate number of 
apprentices. 


ROLE OF AGENCY 


A word here for the agency. 

A number of the smaller Scot- 
tish advertising agencies do not 
have a typographer on their staff 
and I urge them to deal with a 
printer who has. The skilled 
compositor with a training in 
design has the best chance of 
making the grade as a _ typo- 
grapher and if ‘Scottish printers 
and agencies do not employ them 
they will, as so many have done 
before them, drift South to the 
more fruitful pastures in the 
big London agencies. 

In Scotland the print require- 
ments, measured in number of 
copies, are considerably smaller 
than in England but there is no 
reason whatever why printed 
matter should not be typographic- 
ally competent and of pleasing 
design. Good design allied to 
fitness for purpose need not be 
expensive. 

To sum up, I would say that 
the lively printer appreciates that 
he is a member of a service indus- 
try and that, therefore, there will 
always be work for him only if he 
makes rapid strides with the task 
of streamlining his production 
methods so that he can continue 
to give of his best to his custo- 
mers. No longer can increased 
costs be passed on automatically 
to the buyer, especially the user 
of general printing. This fact 
was forcibly brought home when 
the recent wage increases and 
consequent increases in cost coin- 
cided with the determination of 
some large print using concerns 


to reduce _expenditure in all 
directions, including print pur- 
chases. 
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This ultra modern 122 inch wire 
width paper making machine is 
now in operation at the mill of 
Guard Bridge Paper Co., Ltd., 
Fife The machine was made 
and installed by James Bertram 
& Son Lid., _ Leith Walk, 


Edinburgh. 


Scotland's third city, Aberdeen 
is the marketing centre for all 
N.E. Scotland. It is also 
Scotland's largest Holiday 
Resort and the Tourist Centre 
for Royal Deeside ! Put your 
message on Aberdeen Trans- 
port Vehicles and reach this 
prosperous public the cheapest 
way. 22 routes—all cover city 
centre and main shopping area! 


ABERDEEN 
CORPORATION 
TRANSPORT 


H. WEBBER, M.B.E., Director of 

Publicity, Aberdeen Corporation, 

24 Union Street, Aberdeen. 
"Phone: 23456 


14,901 


B.C. 


THE 
MOTHERWELL TIMES 


29 Hope Street, Motherwell. 
Tels.: 1410-1411. 


E. E. Preston Ltd. 
69 Fleet Street, London. 
Tel.: Fleet Street 3952. 


23 


Progress in 


paper 
By JOHN R. ELLIOTT 
of the Paper Market 


PERHAPS more than any 
other country, Scotland is 
endowed with the essentials 
which go to make a first-class 
paper making industry: the 
gifts of temperament and tech- 
nical skill of her people to 
make best use of the natural 
land facilities and raw 
materials she possesses—fine 
harbours and an abundance of 
coal and water. One-sixth of 
the 260 paper and paperboard 


mills in the British Isles are | 


located in Scotland and some 
of these are the most up-to- 
date to be found anywhere. 

The first paper mill in Scot- 
land was laid down at Dalry, 
near Edinburgh, in the year 1675 
(over a century and a half after 
the first recorded English mill) 
and the subsequent history of the 
Scottish industry is a story of 
remarkable progress. 

SEIZING ADVANTAGE 


With their noted shrewdness 
the Scots took early advantage of 
the discovery of esparto grass as 
a paper making raw material in 
the middle 1800's and adopted it 
as a basic material on a scale 
unequalled by any other country. 
There were risks, for it was a 
comparatively new field in paper 
making and they went whole- 
heartedly into improving the 
design of preparatory plant pecu- 
liar to esparto grass, and Scot- 
land’s esparto paper makers have 
contributed much to present-day 


knowledge and technique in this | 


branch of the industry. Today. 
the country can claim to be vir- 
tually the home of the esparto 
paper trade. 

Although esparto mills are in 
the majority in Scotland, the 
industry is not confined to these 
qualities. Almost every class of 
paper, from newsprint and wrap- 
pings to all-rag tub-sized papers, 
is manufactured in the various 
mills throughout the country. 

The place Scotland has built for 
herself in world paper making 
has been hard won and those who 
bear the responsibility are confi- 
dent of their ability to meet the 
demands of the future. 
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tion, 


publicity. 


McMURTRIE LTD. 


|| BOTHWELL STREET, GLASGOW, C.2. 


"PHONE: CENeral 1933-4 


“NATIO 


NAL AND 
OVERSEAS ADVERTISING 


From Scotland, McMurtrie Advertising ranges far 
and wide, in the service of its clientele. 

For National, Provincial and Overseas Advertising, 
the McMurtrie Service provides a complete organisa- 
capable of dealing with every facet of modern 


GRAMS: Courage, Glasgow 


INCORPORATED PRACTITIONERS IN ADVERTISING 


Oldest 
Established 
Family 
Newspaper 
IN 


MOTHERWELL 


AND WISHAW 
(Pop. 65,000) 

In this, the third largest 
Burgh in Scotland, new 
light industries are under 
way and old industries 
are working to capacity. 
To reach this prosperous 
area advertise in 


"The Wishaw Press 


& Advertiser” 
incorp. ‘‘The Wishaw Herald” — 


A.B.C. NET SALE, 
JAN. to DEC., 1955, 
11,512 COPIES PER ISSUE. 


Head Office : 
96 MAIN ST., WISHAW 


Represented in London by 


Will Kitchen jr Ltd 
131 FLEET STREET, E.C.4 


Telephones : 


CENtral 1960, 3133, 3754 
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SCOTLAND- 


THE TWEEDDALE 
PRESS GROUP 
COVERS 
THE BORDERS 


24,805 A.B.C. 
(JULY-DEC. 1955) 
FOUR PAPERS FOR 
FOUR COUNTIES 


|. BERWICK Bom oh gr 
ORTHUMBERLAND. 
2. SOUTHERN REPORTER— 
SELKIRKSHIRE, Etc. 
3. BORDER C. po ye gate yom 
OXBURGHSHIRE. 
4. senwicKsHins ADVERTISER 
—BERWICKSHIRE. 
HEAD OFFICE: 90, MARYGATE, 
BERWICK. Tel.: 578. 
LONDON REP.: 
WILL KITCHEN, Jnr. 
131, FLEET ST., E.C.4. 
Tel.: FLEET 1960, 3133, 3754 


Reach the Countrywomen of Scotland, 
fine cooks and keen craftswomen, 
through 


“SCOTTISH 
HOME AND COUNTRY” 


The Magazine of the Scottish Women's 
Rural Institutes 


aB 


wEereen OF THE 
auorr BUREAU 
OF CIRCULATIONS 
Net Sales: 19,203 monthly 
Head Office: 65 Renfield St., Glasgow. 
London Office: 30 Fleet Street, E.C.4. 


FOUNDED IN 1876 


A high standard of workmanship 
was set which has been maintained 
throughout the years. 

Today in the wider field of modern 
photo-engraving the demand for high 
technical skill is still being met in 
making line, half-tone, and colour 
blocks by 


HISLOP & DAY LTD. 


9, Albany Street, Edinburgh. 


Telephone Telegrams 
30051 * Engraving 
(2 lines) Edinburgh ” 


SOSSSSSSSSSSSSSSSSSSS 


“THE NORTHERN TIMES” 


GOLSPIE 
Every Friday—3d. 
Only Newspaper published in the County of 
SUTHERLAND 
Also circulates in Ross-shire and Caithness and 


-Supplement to Advertiser's Weekly 


For best 

coverage of the 
EDINBURGH 
INTERNATIONAL 
FESTIVAL 


Book into 


FESTIVAL 
“WHAT’S ON” 


| Now in its 10th year 


has a large number of “‘exiled’’ subscribers in 


the south and abroad 
DEVELOPING FIELD for advertisers with new 
populations attracted by £9,000,000 SHIN 
HYDRO-ELECTRIC WORKS 


a 
DOUNREAY ATOMIC ENERGY PLANT 
Current Rate Card on request. 
London Agents: Tel. 8752/3 
W. Horace Biggs Press Organisation Led., 
115 High Holborn, W.C.!. 


DSOSOSSSSSSSSSSSSSSSS 


the original and 
most popular programme 


of Festival Events. 


Festival ““What’s On” 
534 Sauchiehall Street, 


Glasgow, C.2. 


“The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST | 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 
It is 


the only Newspaper 
printed 


and published in 
DUMFRIES. 
Ask for Specimen Copy, Rate 
Card, and Map showing where 
the “Standard” circulates. 
ABC Weekly Circulation 


HEAD OFFICE: 


133 High Street, Dumfries. 
Telephone 19. 


BRANCH OFFICE: 


Castle Street, Kirkcudbright. 
Telephone 145. 


LONDON OFFICE: 


E. Greenwood, Ltd., 231-2 
Strand, W.C. 
Telephon ¢.City 5906-8. 
ates a 
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Aberdeen transport ads 


reach 750,000 on holiday 


By H. WEBBER, 


director of publicity, City of Aberdeen 


IGHT years ago ~ the 
Aberdeen Town Council 
decided to set up its own publi- 
city department and so fall into 
line with the large towns and 
cities South of the Border. The 
principal functions of the de- 
partment, the only one run by 
a Scottish municipality up to 
the present time, were to be the 
publicising of the city as a 
holiday resort and to assist 
local light industry in its devel- 
opment and expansion. 

Outside of Scotland, all too 
little was known of Aberdeen in 
prewar days as a seaside holiday 
resort and, in consequence, the 
greatest task of the new depart- 
ment in 1948 was to bring this 
resort before the masses of po- 
tential holidaymakers resident in 
England, Wales and Ireland and 
indeed in all parts of the world. 

PLEASANT TASK 


The natural beauty and ameni- 


| ties of Aberdeen and its surround- 


ing countryside made the job far 
less difficult than might be ex- 
pected and it was really required 
to put over this well-dressed shop 
window to an adequate public. In 
the early days of the department's 
efforts, the mainspring of adver- 
tising was restricted to the 
national daily and Sunday press 
backed by a certain amount of 
window displays on the premises 
of travel agents and stores. 


It was immediately evident 
that this “feeler” advertising 
had achieved its object and in 
the first two years the numbers 
of visitors had reached a figure 
never previously experienced. 


The force of advertising was 
designedly kept at moderate pace 
in order to permit of the estab- 
lishment of new hotels, boarding 
houses, etc., to keep in step with 
the new demands. Local enter- 
prise was not found lacking in 
this regard, and the rapid growth 
of well-equipped establishments 
made it possible to increase the 
advertising scope to a substantial 
degree. 

The city’s advertising cam- 
paigns now cover national daily 
and Sunday papers; provincial 
papers; periodicals; hoarding ad- 
vertising; railway station adver- 
tising; window displays and a 
number of other smaller schemes. 
Each year has produced a new 
high record in the number of 
tourists to Aberdeen and in this 


| present year of 1956 it is antici- 


pated that three quarters of a 
million visitors will stay in the 
city. 


Apart from providing adequate 
accommodation for this heavy 
intake, suitable steps have to be 
taken to ensure that transport 
facilities are available from all 
parts of Britain. In this respect 
transport organisations covering 
land, road and air have co- 
operated in making Aberdeen 
easily accessible from any part of 
Britain. 


There is no doubt whatso- 
ever that the power of adver- 
tising is responsible for the out- 
standing success of the tourist 
trade to Aberdeen in making it 
the leading industry of the city 

- an accomplishment _ not 
dreamt of in prewar days. 

It should not be thought, how- 
ever, that the department has 
concentrated solely upon _ the 
tourist business, for in this third 
largest city of Scotland, with a 
population of over 186,000 


people, its range of light indus- 
tries —- never apparent to the 
casual viewer—must be main- 


tained at the maximum capacity 
to ensure an economic balance of 
trade and employment. To this 
end, the department actively puts 
its mind to the increase of local 
trade and development of suit- 
able industry commensurate with 
the amenity value of the city and 
its thriving tourist trade. Much 
work is carried out in home and 
overseas markets. 


IMPORTANT DECISION 


In 1950, in common with the 
majority of road passenger trans- 
port undertakings in the United 
Kingdom, the Aberdeen Town 
Council decided to utilise inside 
and outside spaces on its buses 
and tramcars for advertising pur- 
poses. . After due consideration it 
was decided to open an advertis 
ing section of its publicity de- 
partment to handle this work. 

This branch of the department 
has operated financially success 
fully since its inception in 1950 
and full bookings of spaces have 
been maintained over practically 
the whole of each year. The 
policy of the corporation in 
changing over to bus. transport 
from what remained of the tram- 
car services is being progressively 
carried out. 


The fact that Aberdeen is an 
economically sound and well- 
populated city, supplemented by 
a very considerable floating popu- 
lation including its 750,000 holi- 
day makers, has made the hiring 
of advertising space on its cor- 
poration vehicles 
proposition which has 
amply proved by results. 
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AND'S 


Households with three or more earners: 
13.5% in Scotland: 
16% in Glasgow, com- 
pared with 
12.83, in Great Britain. 


CONCENTRATED 


« ’ . 
{ oS Households with twe or more earners: 
= Bo 23% in Scotland. 
as! ay = 26% in Glasgow. 


who 
*_* (Figures froro the 1951 Census} 


neat 
a * > 
- ony. “Se » * = 4 2 
° aie. ~ . ; 


Scotland’s Leading Evening Newspaper 


ADVERTISEMENT MANAGER—65 Buchanan Street, Glasgow, C.1. 56 Fleet Street,E.C.4 


ee 
imo a | 
k Reach Seotland’s y 
) mass market with the 
| EVENING 
TIMES 
ee 
ee 


SCOTLAND~—Supplement to Advertiser's Weekly AuGust 2 


2 


: 
_ommercial | 


of Scotland Limited 


ESTABLISHED 18170 


Funds exceed £150,000.000 


+ 


HEAD OFFICE 


14 George Street, Edinburgh 


Genera/ Manager: /an W. Macdonald 


nie > Oye on: 
fis one es ae 


Modern banking services are available at the Bank’s 
Branches throughout Scotland and in London. 
Credit facilities for commercial, industrial and 
farming development, on convenient payment plans, 
are also available through the Bank’s subsidiary, 


THE SCOTTISH MIDLAND GUARANTEE TRUST LIMITED 
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